Area has stimulated the growth of restaurant business on this area. Organic food is becoming most people concern for their health and begin as a lifestyle. There were around 7 organic restaurants on the Sanur Tourism Area 
I. INTRODUCTION
The hospitality industry is usually identified by its output of products which satisfy the demand for foods, drinks and accommodation away from home. The industry is often split into the accommodation and foodservice industries. Restaurants are, however, primary retailers of 'foodservice experiences'. Previous studies reported that restaurant services were a blend of tangible and intangible components. They are subjectively experienced processes where production and consumption activities take place simultaneously. Customers are the actual agents or stakeholders for determining or best judging the success of any product service offered by restaurant. In this case, customer satisfaction is a key success of a profitable restaurant.
In profit oriented restaurant business, marketing is aimed at meeting customer demand, usually in competition with other restaurants, for profit. In order to create the competitive advantage necessary to achieve growth, Porter (1990) suggests that firms (restaurants) should adopt one of three generic competitive strategies, such as cost leadership strategy, focus strategy, and differentiation strategy. For many countries in Asia, cuisine have become major pull factors to attract tourists (Enright & Newton, 2005) . In recent years, there is a new form of tourism which regards food-tasting as major or only purpose, like food and wine tourism, culinary tourism, gastronomy tourism, food festival and other related-food activity (Hall & Sharples, 2003; Kivela & Crotts, 2005 ).
Bali as a major tourist destination in Indonesia, has become a barometer of the tourism development in Indonesia. Besides being very popular among foreign tourists, Bali is also a major destination for domestic tourists to vacation, conduct business and other activities. Statistics official news (Biro Pusat Statistik-Bali) Bali Tourism Development in the period from January to December 2015, the cumulative foreign tourists coming to Bali are 3.766.638 people. For the period of origin of foreign tourists coming to Bali most nationals of Australia (26.33%), China (15.57%), Malaysia (5.99%), Japan (5.77%), and Singapore (4.77%).
Healthy lifestyle is now the trend for the middle and upper classes throughout the world. Public awareness of the importance of adopting a healthy lifestyle is increasing from time to time. One indicator that can be seen is an increase in the consumption of organic food. Consuming organic food can serve as a cleanser of toxins -toxins in the human body (antioxidant) organic foods provide nutrients to the body, activate cells -the cells of the body and also at the same time maintaining the balance of health (Kartini, 2011) . Organic food can be defined as food produced without chemical fertilizers and without pesticides (Prof. Dr. F. G. Winarno quoted Indonesian Culinary Website, 2011). The organic food industry has experienced rapid growth since the decade of the 1990s, where since 1990 the sales of organic food in the developed countries has increased every year an average of 20% (Godsey, 2010: 1) . The term organic food is often associated as a product of fruits and vegetables, instead of poultry, beef, or other sources of animal protein products (Godsey, 2010:2) .
The high demand for organic food is increasing the number of organic farms in the world. In the Asian region, the country with the largest organic farms are India and China. (Pranasari 2004, November) . In 1998, according to a survey conducted in Europe found that 94% of respondents buy organic products because they are very concerned with the health of themselves and their family members (Eureka Indonesia Foundation website, 2009). Since the last few decades, the world community care will farm more healthy and growing global environmental issues through government support and through the campaign -a campaign on the importance of lifestyle and a healthier diet (Griffiths, 2010) . Given this form of caring societies produce food without destroying resources -natural resources such as air, water, and soil. Organic food is becoming one of the business comunity in preserving the environment, because the food does not use materials -hazardous materials such as pesticides. Consuming organic food has been believed by the world community can support the preservation of the environment and contribute to reducing global warming. This opinion is supported by Davis, (2006: 1), which states: "This rapid growth of organic food industry may be traced to Increased consumer confidence in organic foods, such as well as to concerns about possible health risks and environmental impacts of conventional food production methods. Green consumerism is a continuation of global consumerism movement that began with the awareness of consumers of their rights to obtain products that are feasible, safe, and environmentally-friendly products which is getting stronger. Furthermore, the desired product is not really green, but a product that can reduce the level of damage to the environment and the human body are consumed (Gran in Rizky, 2013) . With the awareness that it is expected that companies can implement environmental issues as one of their marketing strategy.
Bali island whose economy is driven by agriculture and tourism, has a huge potential to combine or synergize agriculture products are made from organic restaurant. Synergies are agriculture and tourism potential to encourage local people and tourists to enjoy organic food products that are environmentally friendly. Likewise, the high interest of the global community in organic food, is expected to impact on the restaurant business in Bali, especially in Sanur Tourism Area. Specific benefits obtained by the tourists and the restaurants that offer organic food is the traveler can consume natural healthy food free of chemicals, antibiotics and hormones fat at the same time protecting the agricultural environment of the use of chemicals (pesticides, fertilizers), while the restaurant gain business advantage of its business based organic agricultural products produced by the surrounding environment that cultivated by local farmers communities.
In Sanur Tourism Area there are 7 restaurants were considered as organic restaurants because they sell most organic product. That restaurants are Manik Organik (Danau Tamblingan Street 85), Dusk Blue (Duyung Street 3), Malaika Secret Garden (Arogya Corner, Mertasari Street), Happy Laksmi (Tukad Yeh Aya Street 137), Nitai Pizz (Tukad Pancoran Street 2), Loving Hut Denpasar (Sudirman Agung Street) and Mila's Warung (Batursari 70) . Sources: internet survey (2015) . Based on this data, there were considerable opportunities for organic food businesses to the efforts in both in terms of product quality, hygiene, food safety, packaging, promotion and marketing, so that the organic food products sold better and could ultimately provide satisfaction to tourists. Growing awareness of travelers to eat healthy foods produced from chemical-free agriculture should directly or indirectly support the growing number of organic restaurants and consumption of organic food in Bali.
At this time there are some marketing difficulties faced by the restaurant business that sells food made from organic food stuff, among other things: the price of the material is more expensive, material size is smaller, not all travelers aware about the importance of healthy food which are free of chemicals and genetic engineering, and some tourists are price oriented. The impact is the difficulty restaurant market products in an effort to attract new market segments in addition to broader segments of the market which has been a loyal customer of an organic restaurant. On the other hand, the appeal of Bali with the national strategic tourism area as a destination for foreign tourists and domestic tourists continues to increase. Based on the results of preliminary interviews with some organic restaurant managers, can know the problems experienced in marketing organic restaurant in Sanur tourism area.
Based on those phenomena, this study would like to explore how organic restaurants in Sanur tourism area, creating their marketing strategies to attract new market segments, increase customers satisfaction and loyalty, increase sales and profit, by identifying strength, weakness, opportunity, and threat factors of internal and external marketing environment. Based on the above discussion on marketing strategies the following research questionnaire posed: a. What are the strength and weakness points of organic restaurants in Sanur Tourism Area ? b. What are the opportunity and threat points of organic restaurants ? c. How is the proper marketing strategy formulation of organic restaurants in Sanur Tourism area in an effort to increase sales volume? The objectives of this study are three folds. The first is that this study intends to explore the strength and weakness points of organic restaurants in Sanur tourism area. Second, this study also intends to explore the opportunity and threat points of organic restaurants in Sanur tourism area. And last, this study aimed at investigatying the proper marketing strategy formulation for organic restaurants in Sanur area. Based on the findings of this study suggestions would be made to tourism business stakeholders. It is hoped that this study would contribute the following: a. Providing empirical evidence of internal and external marketing environment of organic restaurants in Sanur tourism area; b. Providing empirical evidence on the marketing strategy formulation of organic restaurants; c. Gaining the insight how organic restaurants in Sanur tourism area formulating grand and alternative Business and Management Research, volume 28 marketing strategies as efforts to attract more customers and increase sales.
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II. LITERATURE REVIEW
Research conducted by Sangkumchaliang and Huang (2012) entitled "Consumers' Perceptions and Attitudes of Organic Food Products in Northern Thailand." Indicates that the respondent's main motivation for buying organic food products are organic food products healthier and more environmentally friendly. The main obstacle in the sales of organic food products is the availability of information and awareness of consumers themselves. Thio (2008) in the journal titled Consumer Perceptions on Organic Food in Surabaya found that in general consumers in Surabaya have a good perception of organic food. This study uses 380 respondents were divided into two categories namely the respondents who had purchased organic food and respondents who never buy organic food. Respondents who had purchased organic food in mind that 88.2% of respondents have an interest to re-purchase the organic food and by 11.8% of respondents expressed no interest in re-purchase. Amalina (2010) investigated the User Perceptions toward Food oganic, found that of 350 respondents the majority of respondents agree that organic food is healthier because it is free of pesticide residues (89.4%), more environmentally friendly (84.5%), and higher quality (62.0%). Some 57.4% of respondents willing to pay more for food oganik. Overall all respondents have a good perception about organic foods, although there are respondents who are not willing to pay more for organic food. Harper and Makatouni (2002) conducted research on consumer perceptions of organic food production and organic farming are carried out in the UK. Focus Group Discussion was held to identify the core beliefs and attitudes of consumers towards organic food made by buyers of organic food and non-organic food buyers. The results of this study found that although health and food safety be the main motivation for purchasing organic food, consumers also consider factors that a good way of raising animals (animal welfare) is also significant in organic food purchase decisions.
According to Winter and Davis (2006) in the journal entitled Organic Foods found that the popularity of organic foods has increased dramatically due to several things. Consumers buy organic food may be due to several reasons, among others: consumer perceptions of organic food is more beneficial to the environment, animal health, and safety of workers, and the perception that organic foods are safer and more nutritious. Review of the FGD found that organic fruits and vegetables containing pesticide lower than conventional fruits and vegetables, which in turn led to lower also pesticide residues. Research of Ahmad (2010) with the title of Organic Food: A Study of Demographic Characteristics and Factors Influencing Purchase Intention Among Consumers in Klang Valley, Malaysia found that the purchase intention of organic products is strongly influenced by consumers' perceptions of the value of purchases of organic products as well as confidence in the safety and health of products organic. Respondents in this study divided into two categories buyers of organic products and non-organic product buyers. Among the respondents who buy organic products, the majority of consumers believe that organic food is healthier, tastier and more sustainable than conventional food.
According Dardak, et al (2009) who conducted the study with the title Consumers, Perceptions, Consumption and Preference on Organic Product: Malaysian Perspective, found that more than 90% of respondents recognize and understand organic products. Respondents associate organic products with chemical-free foods, foods healthier and more natural. This research nationwide survey in Malaysia by using 625 respondents. Most respondents (93%) believe that organic products can be found in vegetables, in fruit (68%) and meat (17%). Factors -factors that affect the respondent to consume organic food, among others: 1). the perception that organic foods are safer and better for health (83%), 2). The quality of organic food is better (42%), and 3). Organic food contributes to protecting the environment. Research conducted by Suharjo, et al (2013) . This study found that there is a barrier in the purchase of organic food products such as: organic food can only be obtained on the spot -a particular place, are more expensive than conventional foods, some products are not always available, quickly expired, it is difficult to distinguish the product non-organic, it is difficult to get in traditional markets, and little information about the advantages of organic products. At respondents who did not consume organic products, some of them are interested in trying or even to be consumed regularly as they know the benefits, some do not want to try even though they know the benefits due to the price of organic products is relatively expensive. The most important research findings from this study is the respondent's perception of organic foods is that they can not directly feel the benefits of organic food for health, but the majority of these respondents consider both the benefits of organic products.
A. Restaurant Marketing Mix and Strategy
Marketing is about solving guest problem, and happy guests result in free marketing as word-of-mouth advertising. Morrison (2002: 205) , defined marketing strategy is the selection of a course of action from among several alternatives that involves specific customer groups, communication methods, distribution channels, and pricing structures. Furthermore, Varadarajan, (2010) conceptualized marketing strategy as an organization's crucial choices concerning products, markets, marketing activities and marketing resources in the creation, communication and/or delivery of products that offer value to customers in exchanges with the organization.
Marketing strategy will also locate the restaurant in relation to competition regarding price, the food, and service offered, atmosphere, and convenience (Walker, 2008: 113) . Marketing strategy is the way the restauranteur accomplishes the goals set for restaurant. The strategy is the game plan for attaining determined goals. SWOT or TOWS analysis is a strategic planning and marketing strategies used for regional assessment. In fact, it is an instrument which is generally used to place the result of analysis of external pressure beside the internal capacities (Miandehi and Masrouri (2013) . SWOT Analysis can provide a good basis for assessment and strategy formulation, even though it is often left only at the level of pinpointing the issues and describing them in general terms Advances in Economics, Business and Management Research, volume 28 (Kangas at al., 2003; Ganjali et al., 2014) . SWOT matrix helps managers develop four types of strategies respectively; SO (strengths-opportunities) strategies, WO (weaknessesopprtunities) strategies, ST (strengths-threats) strategies, and WT (weaknesses-threats) strategies (Ganjali, et al., 2014) . SO strategies use a firm's internal strengths to take advantage of external opportunities. WO strategies overcome internal weaknesses by capitalizing on external opportunities. ST strategies use a firm's strengths to avoid or reduce the impact of external threats. WT strategies are defensive tactics directed at reducing internal weaknesses and avoiding environmental threats (Weihrich, 1982) . Dwyer and Tanner, 2002 defined SWOT or TOWS is analysis as a strategic planning tool used to evaluate the different factors in situation analysis. Weihrich, 1982 conceptualized SWOT analysis involves systematic thinking and comprehensive diagnosis of factors relating to a new product, technology, management, or planning. SWOT analysis is one of marketing techniques which stands for strengths, weaknesses, opportunities, and threats (Walker, 2008: 113) . Strengths and weaknesses focus on internal factors and can overtime, be controlled by management. Opprtunities and threats are external factors. Obviously, strengths and opportunities are issues that affect a company in a positive way, while weaknesses and threats have negative impact. This analysis aims to identify the main internal and external factors to achieve the goal (Pahl and Richter, 2009 ). SWOT analysis is an effective tool for analyzing internal and external environtments in order to attain systematic approaches and supports for successful industry strategy formulation (Celik, 2009 ). Mc Carty, 1975 , (Vignali, 2001 ) and Walker, (2008: 118-133) formulated the concept of the 4Ps -product, price, promotion, and place as marketing mix. However, with particular attention being paid to services marketing in recent years, theorists have identified additional variables which could be added to the 4Ps. Fifield and Gilligan (1996) recognised the following variables as an integral part of the marketing mixprocess, physical, and people which known as the 7 Ps, on the other hand, Morrison (2002) formulated marketing mix in hospitality industry which is known as the 8Ps (product, price, promotion, place, people, packaging, programming, and partnership). Customer satisfaction in restaurant industry affected by differentiated variables or attributes, such as: price, location, theme/ambience, service level, cuisine, and style, while prestige, friendliness of waiting staff, quality of food, dan ambience are the most important attributes (Kivela, 1997 (2009) . While marketing mix assumed as internal factor controlled by organization, on the other hand, researchers and theorists indentified external factors or uncontrolled factors affected marketing stratetgy of a business organization, known as PESTLE factors, consist of political, economic, sociocultural, technological, legal, and ecological, (Cousin, et al., 2002: 15) , meanwhile, Morrison (2002:21-24 ) formulated competition, legislation and regulation, economic environment, technology, societal and cultural enviromment, and organizational objectives and resources as external factors. Lai and Rivera, 1990, proposed external factors, consist of competitive environment, demographic trends, economic trends, natural environment, technology trends, political trends, cultural trends, and publics, furthermore, Kotler, et al., (2010:73) classified external factor of a business organization into two major external forces, that will affect its ability to earn profit in the market place, such as: macroenvironment forces (demographic-economic, technological, political-legal, socialcultural) and microenvirontment forces (customers, competitors, distribution channels, supplies). Yu & Huimin, 2005 , proposed external factor of marketing strategy consist of regional political tension, potential declined of economic, hotel's over provision, competition intensity, meanwhile Bozak & Tipuric, 2006, formulated tax & finance regulation, leaders statement and attitude, supply of seasonal workers, local community attitude, environment protection regulation and green association.
III. RESEARCH METHODS
To answer the research question posed in the previous page primary data are needed. The data were collected by questionnaires. There were two types questionnaire distributed, first, to the organic restaurant's customers to obtained strengths and weaknesses (internal marketing environment), second, to the restaurant managers to obtained opportunities and threats (external marketing environment). The questionnaire consists of two constructs. The first one is demographic; the second are the performance of each variable with the degree of importance of each variable. Four scala of restaurant's performance level are designed, consist of: 1 (very bad), 2 (bad), 3 (good), 4 (very good), and four scala of degree of important offered, concist of : 1 (not important at all), 2 (less important), 3 (important), and 4 (very important). The questionnaires were distributed in Sanur area for twelve consecutive weeks from August to November 2015. The sample chosen based on personal contacts which we think would ease data availability. There were 7 viable questionnaires completed by restaurant managers and 105 questionaires completed by organic restaurant customers. And to obtain strengths and weaknesses of marketing environment, the concept of the 4 Ps of restaurant industry by Walker, (2008 :118-133 ) was adopted, consist of product, price, promotion, and place. Considering the rapid growth, wide spread of social media users around of the world, we were replacing the yellow page advertising attributes to social media advertising (facebook, twitter, instagram, yahoo messenger, etc). Place or location indicator consists of visibility, easy access, convenience, curbside appeal, and parking. Product indicators consists of excellent food, organic food, good service, cleanliness, ambiance. Price consists of value for money, credit card acceptance, and competitor's price. Promotion consists of advertising, in-house advertising, advertising appeals, travel guide for free advertising, social media advertising, and mailing list.
Meanwhile, opportunities and threats, or external factors that become variables in this study were Macroenvironment Advances in Economics, Business and Management Research, technological, and Microenvirontment forces (customers, competitors, distribution channels, supplies) in Kotler, Bowen, Makes (2010: 73 (Pearce II and Robinson, 245-247 : 2011) , second is IE or Position Matrix introduced by Hsu dan Powers, (2002: 133) . Others type of respondents is the owners or managers of organic's restaurant in Sanur, where consists of 7 respondents. The opinions of respondents required to obtain data on external variables such as restaurant marketing opportunities and threats.
IV. RESULT AND DISCUSSION
A. Analysis Characteristics of Respondents
1) Internal Factors Evaluation (IFE)
SWOT analysis provides an overview of the business position of organic restaurant in Sanur Tourism Area in the competitive business environment. 4 P strategy analysis are used to determine the position of businesses on aspects of strengths and weaknesses, while the external environment analysis is used to determine aspects of opportunities and threats. In Table 8 and 9, the performance of each indicator (aspect) is indicated by the internal marketing restaurant rating or scores given by respondents. On the other hands, external marketing performance indicators indicated by the average rating or score given by the manager or the owner of an organic retoran. If the average rating indicators of internal and external marketing of this value is above 2.5 (the maximum value 4), the position indicator or aspects that are in the category of strength (strength) for internal marketing and category opportunities (opportunity) for external marketing. Meanwhile, if the value is 2.5 to bottom (minimum value is 1.00), then the indicator or that aspect in the position of the category of weakness for internal marketing and category of threat for external marketing forces.
To determine the strengths, weaknesses, opportunities, and threats of restaurant's business in Internal-External Factors Evaluation (IFE and EFE) matrix, the position score then obtained from adding up all the result of multiplying the average rating with value's score. To obtain a score of a position of strength and weaknesses, then the average rating multiplied by the value's score that should be added together. This sum of total score combines the strengths with a total score of weaknesess. To determine the score position of opportunities and threats as external restaurant marketing forces, the results then obtained from multiplying the average rating with values's score. This summation incorporates the total score of opportunities with total score of threats.
The four P of organic Restaurant's marketing consist of Place, Product, Price and Promotion aspect. Table 1 to 4, the strength variables of the internal marketing environment of Organic Restaurant in Sanur Tourism Area can be seen in Table 5 underneath. Internal marketing evaluation factor of organic restaurant in Sanur Tourism area consists of strengths and weaknesses. Table 7 bellow describes the evaluation of internal marketing factors organic restaurant industry. 
2) External Factors Evaluation(EFE)
Based on data processing, opportunities and threats as external marketing shown in tables 8 and 9 underneath. Business and Management Research, volume 28 
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1) Internal-External Analysis Matrix (Matrix IE)
Based on the analysis of the environmental aspects of internal and external environment of business marketing organic restaurant in Sanur, the total score of internal factors then pointed at 3,197 points and a total score of external factors scored at 3,073 points. The position of marketing internal environment and the external environment then shown in figure 2 underneath. 
2) SWOT Analysis Diagram (Matrix Position)
To obtain the industry's position based on Hsu and Powers (2002) theory, a calculation then calculated to obtain the difference between internal score (strengths -weaknesses) and external difference score (opportunities -threats) of restaurant industry. Based on data processing, the value of the difference score as follows:
Internal score: 3.0602 -0.1365 = 2.9527 = 2.9237 = 2,924. External score: 2758-0315 = 2443
The position of the organic restaurant industry can be determined with a SWOT Analysis Diagram as follows:
Advances in Economics, Business and Management Research, volume 28 Based on SWOT Diagram, the position of organic restaurant industry Sanur Tourism area pointed in quadrant I, therefore, the proper strategy shoud be develop are "Growth and Build Strategy" consisting of market penetration strategies, market development strategy, and strategy product development. To combine the results of the analysis based on the theory of David (2006: 301) and theory Hsu and Powers (2002: 133) , the proper grand strategy should be develop is a market penetration, product development, and market development strategy on a limited basis.
C. Marketing Strategy Formulation for Organic Restaurant in
Sanur Tourism Area.
In accordance with the model, the formulation of marketing strategies divided into two types of strategies, namely the main strategy or grand strategies and alternative strategies. The main strategy is based on the position of the restaurants on IE Matrix and Matrix position, while the alternative strategy serves as strategies that support grand strategy. The alternative strategy consists of strategies SO (Strength-Opportunities), ST (Strength-Threath), WO (Weakness-Opportunities), and WT (Weakness-Threath).
The grand strategy can be done such as: first, maintaining the price or increase the selling price of products but with the condition, such as; (1) offer better product quality; (2) develop new products (product diversification); (3) increase quality of service; and (4) to improve market access to a wider market on a limited basis; second, by market penetration strategy. Market penetration strategy means to strengthen the business position (increase sales) on an existing market by increasing customer loyalty to the existing products and services and grab a new market segment; third, by product development strategy designed to increase sales by developing and improving the products and services that already exist, or by creating new products that are popular or gaining in popularity.
Based on SWOT Analysis Model, marketing strategy formulation for organic restaurant in Sanur Tourism Area describes as follows: Compared to the threats and weaknesses, the opportunities and strengths of the marketing environment of restaurant industry in Sanur Tourism area are high. c. According to the IE Matrix result, the grand strategy is the proper grand strategy should be develop is a market penetration, product development, and market development strategy on a limited basis strategy. According to the Position Matrix result, the grand strategy is aggressive or grow and build strategy. d. Based on SWOT Analysis Matrix, the grand strategy is SO strategy as the implementation of Grow and Build Strategy, meanwhile, the alternative strategies are ST, WO, and WT strategies. Advances in Economics, Business and Management Research, volume 28 
